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In recent years, the mushrooming growth of China’s e-commerce sector has 
triggered significant development of the country’s economic and social life and 
becomes a new engine to galvanize the Chinese economy. However，to stimulate 
consumption, most e-commercial giants of China have resorted to immense sales 
promotions centered on “price wars”, thus impeding the development of e-commercial 
enterprises to some degree. Given this pressing situation, it’s every e-commercial 
enterprise’s top priority to understand the perceived dimensions of central value of 
their customers’ purchase intention and to accordingly reposition their online 
marketing directions. 
Therefore, this thesis proposes four dimensions (i.e., price, functional, emotional, 
and social) of the perceived value and develops a research model incorporating 
time-limit characteristics of the promotions. Moreover, in order to conduct a more 
in-depth study of whether the impact of product categories will produce differences 
on the moderating effect of time pressure, this thesis incorporate the product 
categories in the model. 
The empirical results indicate: (1)Though both price value and emotional value 
had significant positive influence on purchase intention, the effect of emotional value 
exceeded that of the price value. (2)Time pressure had a significant regulating effect 
between perceived value and purchase intention, but a tighter limitation of time 
doesn’t necessarily boost purchase intention. (3) Time pressure had strikingly 
different regulating effects on different product categories. For low-involved product 
categories, the regulating effect of time pressure was significant. However, it was 
insignificant in the high-involved product categories. This study will contribute to 
research and practice by revealing the consumers’ purchasing psychological cues 
during the pricing promotion and providing supporting empirical evidence to 
e-commerce businesses. 
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第 1 章 绪论 




据中国互联网络信息中心发布的调查数据，2006 年至 2013 年中国网络购物用户
规模及使用率如图 1.1 所示，中国网络购物用户数量逐年增加，网民中的网购使
用率不断上涨，用户规模快速扩张。截至 2014 年 12 月，中国网络购物用户规模
为 3.61 亿，与 2013 年底相比网民使用网络购物的比例由 48.9%提升至 55.7%[2]。




图 1.1 2006-2013 中国网络购物用户规模及使用率 




















始不惜以“价格战”为主的促销活动赶超往年，并持续升温。由 2012 年 6 月 18
日的京东店庆到 8 月 15 日的京东、苏宁家电之争，再到“双十一”、“双十二”，
全年各个时期电商企业都在不断凭借超低折扣来吸引消费者。特别的，在 2012




来了极为显著的波峰，并在 2014 年达到了单日销售额 571 亿元人民币的巅峰。 
 
 
图 1.2 2006-2013 中国网购交易金额及增长率 
资 料 来 源 ： 中 国 互 联 网 信 息 中 心 (CNNIC).2013 年 中 国 网 络 购 物 市 场 研 究 报 告
[EB/OL].http//www.cnnic.cn/hlwfzyj/hlwxzbg/dzswbg/201404/t20140421_46598.htm,2014-04-21. 
 
虽然 2012 年的价格促销使得中国网购交易增长率有所回升，从 2011 年的
44.6%增长到 2012 年的 73.3%，但是连续的价格战并没能维持这种上升趋势，网
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